Overall trust also has a significant positively influence relationship to purchasing intentions. This study suggests that can add more variants of variables related to consumer behavior, especially on purchasing intention in ecommerce. Then, the retailers can develop consumer positively with customer satisfaction through increasing trust that directly affect to purchasing intention in e-commerce as one of the media business transactions in the future.
I. INTRODUCTION
Electronic commerce or commonly known as e-commerce, is a component from the development of information technology systems with organizations that related in business and trades digitalization where its usefulness can be felt directly by many parties such as business to business (B2B), business to consumer (B2C), and consumer to customer (C2C). It is potential that makes e-commerce to be adopted by all countries (both developed and developing countries). Ecommerce was first applied around 1996 in Indonesia. Although the early adoption of this system was slowly received, it has now had a significant impact on Indonesia's economic sector. Badan Koordinasi Penanaman Modal (BKPM) revealed that the investment value generated through this model exceeds US $ 5 billion by 2017, which indicates that e-commerce has experienced rapid growth [1] .
Lazada Indonesia is one of companies that used ecommerce model in retail online by offering various products and needs from infants to adults. The company is part of the Lazada Group which has expanded in Southeast Asia and was established in March 2012 in Indonesia. According to a survey institute conducted by IlmuOneData [2] , Lazada Indonesia ranked first in terms of top performing online consumer goods with 21.35% and top consumer goods ecommerce with changes increased with 60% by unique visitors January until June 2017 or equivalent 21,2 million visitors per month . From this data research can identify that Lazada has different challenges and opportunities from other countries in due to adopting a marketing channel by using e-commerce on its business. The differences are both from demographic factors, regulations, laws, to consumer behavior towards purchasing decisions online.
Relating with purchasing intentions, trust has a major role in decisions to buy especially online transactions. This explaination supported by [3] [4] [5] [6] [7] [8] . Trust can be used as the main variable or intermediary other variant variables that related to purchasing intention. In addition, technology information usage behavior factors also affect the purchasing intention indirectly. Based on the description, in this study will focus on identifying and explaining the influence of the relationship other variables that related purchasing intention in online transactions with trust as an intermediary variable in Lazada Indonesia by using Technology Acceptance Model (TAM) as theoretical basis. This research provide valuable insight both scientifically and contextually about consumer behavior to purchasing intentions in e-commerce.
II. LITERATURE REVIEW

A. Technology Acceptance Model (TAM)
In management information system subjects, there are several theories used to determine the factors acceptance of technology used by information users. There are Theory of Reasoned Action (TRA), Theory of Planned Behavior (TPB), and Technology Acceptance Model (TAM).
TAM was first introduced by Davis in 1986. [10] explained that TAM uses TRA as a basic theory relating to consumer attitudes and behavior. But TAM's specific objectives are used to measure attitudes and behavior of information technology users (usage behavior) using two major variables on perceived usefulness and perceived ease of use. So it can be used both by researchers and practitioners in knowing the external factors that can affect and perform accurate steps.
The development of TAM methods can be used to explain e-commerce issues according to the main subject of this research. This model is used as an important component for knowing and finding relationship between internet usage factor likes attitude, trust, and behaviour intention (especially in e-commerce). Other variables that related with user acceptance in online transactions are perceived risk, perceived ease of use, and perceived of trusthiworthiness to purchasing intenstion trust as moderating variable.
B. Perceived Risk (PR)
Risk is one factor considered by consumers who take decision making buy in digital transactions. One example of performance risk is the incompatibility of product and service functions expected by consumers [9] . Furthermore, performance risk is part of perceived risk which creates uncertainty in e-commerce transactions. Another opinion about perceived risk is measured through the assessment of each individual by looking with wide dimension in ecommerce such as comprehensive services and products.
This opinion is also consistent with research [3] , [10] , [11] that represented uncertainty perceived risk risk is one of the constraints factor in relationship between trust and behaviour intention especially in digital transactions. Based on the above explanation, the first hypothesis of this study as follows: H1. PR has a negative significant effect on trust.
C. Perceived Ease of Use (PEOU)
The internet has revolutionized make consumers prefers digital transactions than conventional. It is because of the numerous benefits likes more variety, cheaper, and less time. [6] describes PEOU are individual beliefs about the use of technology that does not require more effort in its use, it means simple to use. This proves that PEOU is a part of acceptance model and affect on purchasing decisions. Another research in China about PEOU, describe that PEOU have a significant role for consumer to decide purchase in online [3] . Ease of use is key factor when consumers want from a product or service. With high trust and ease of use, consumers will be make purchasing decisions if the vendor have fast access server, simple process, and payments. Based on above explanation, the second hypothesis of this study as follows: H2: PEOU has a positive significant effect on trust.
D. Perceived Trusthiworthiness
Perceived trustworthinesss is a subject that related with trust and has a significant role in digitalization business, either directly related with behavior intention. Which not only affects on purchasing intention in digital transaction, but also related to suppliers, retailers, and others. Trust consists of three dimensions including ability, benevolence, and integrity [5] , [7] , [12] .
E. Ability
Ability is not only more focus on consumers behavior and competency, but also in organizations that are adjusted to a specific character. According to [5] , ability is one dimension of perceived trusthiworthiness that has a direct effect on consumer behavior in making purchasing decisions. Based on the above explanation, the third hypothesis of this study as follows: H3: Ability has a positive significant effect on trust.
F. Benevolence
Benevolence is second dimensions of perceived trusthiworthiness. It is all about consumer behavioural or organizations that focus in business operational. For the example, communicating about specification good, terms, and other between seller-customer. Benevolence has a direct effect on trust [5] . Based on the above explanation, the fourth hypothesis of this study is as follows: H4: Benevolence has a positive significant effect on trust.
G. Integrity
The last dimension of perceived trusthiworthiness is integrity. It is related about personal character. The concept of integrity means doing right things in accordance with value, principle, expectations in reliable ways. This statements is supported by [5] , integrity has effect on consumer behavior especially trust. Based on the above explanation, the fifth hypothesis of this study as follows: H5: Integrity has a positive significant effect on trust.
H. Trust
Initially trust is one of main subject in psychology. However it is use in a social and economic context. When it comes related with consumer and technology, trust is a matter of dispute. As explained [13] , trust is a benchmark in business transactions achieved through customer satisfaction.
There are many literatures and definitions about trust, but it is more specifically base for business implementation that relates to the beliefs of both partners to proof and fulfillment of all responsibilities for transactions in accordance with expectations and creation of customer satisfaction.
The importance of trust factors in e-commerce is also supported by research [3] , [4] , [5] , [6] , [7] , [8] . Consumers can able to buy some products and services online when they have confindence and trust in e-commerce. The indicators used in belief factor can be determined through comfort, satisfaction, and responsibility. Off course, it is directly influence in purchasing intention. Based on the above explanation, thelast hypothesis this study as follows: H6: Trust has a positive significant effect on purchasing intention.
III. RESEARCH METHOD
The type of this paper used quantitative research with designs and techniques explanatory approach. Analyzing the influence of relationships between variables to identify the hypothesis and describe the phenomenon between PR, PEOU, ability, benevolence, and integrity to trust. Besides that, the impact of trust on purchasing intention in e-commerce on Lazada, Indonesia. [14] explains that the definition of explanatory approach which is one of the studies based on hypotheses that are useful to test the events that occur. The subjects used online marketplace users in Indonesia who have made purchases transactions both products or services provided through Lazada without any limit on the number of transactions purchased. The total sample is 120 respondents obtained through the spread of questionnaires with the Google online form media conducted during November and December 2017. There are 33 items of questions consist of 3 items of PR questions [ 3 items [10] , [11] ; 7 item questions PEOU [3] , [6] ; 4 item questions Ability [7] , [12] ; 3 items Benevolence [7] , [12] ; 3 items Integrity [7] , [12] ;, 3 Trust items [12] , [15] , and 10 items PI [8] .
Data collection is measured by five point likert type scale where the lowest Strongly Disagree = 1 to the highest Strongly Agree (SS) = 5. The method technique used is purposive sampling and analyzed by WrapPLS version 6.0 software to describe SEM-PLS. The reasons is, WrapPLS can calculate and explain relationship between independent variables to dependent variables. It also can indicate latent variables with indicators to be used in this research.
IV. RESULTS AND DISCUSSION
A. Respondents Description
A survey was conducted on consumers who have made transactions with a total sample is 120 respondents. They have diverse many characters in terms of gender, age, education, and profession that presented in any several categories in Table 1 to identify our research model. Table 1 describes the majority of consumers are women who have a percentage of 59.17%, aged 20-29 years of 57.50% with education background 9% bachelor and have profession as employee 79.17%. This is contribute with the Lazada innovation which combines its activities through social media, so the target is usually more consumptive customers. There are women with age 20-29 years who have bachelor background education and have worked, then purchasing intention and customer satisfaction can be improved.
B. Analysis of SEM-PLS 1) Outer Model (Model Measurement)
The Analysis of SEM-PLS consists of two research models, there are measurement model and structural model. The measurement model is a method used to measure relationship between indicators tested with latent variables. This model is performed before a structural model, consisting of a test of reliability, a convergence validity test, and a discriminant validity test [16] which will be showed in Table  2 . Table 2 and 3 explains reliability and validity testing using wrapPLS version 6.0 software that must accordingly the requirements with score values at outer loading presented> 0.70 [17] , AVE value> 0.50, reliability test value> 0.70, and cronbach's alpha> 0.60 [18] .
The results reveal that PR3 is a part of Perceived Risk (PE), PEOU2 and PEOU6 which are part of Perceived Ease Of Use (PEOU), A2 and A3 which are part of Ability, B2 which is part of Benevolence (BNVLNC), and PI1, PI3, PI4, PI5, PI6, PI7, and PI8 which are part of the Purchasing Intention (PI) have been excluded from data processing because they do not fit the requirements of outer loadings that should be> 0.70. In addition, in Table 2 and 3 can be concluded that this study is valid and reliable because it fits with requirements of AVE, composite reliability, and cronbach's alpha values. Intention and customer satisfaction can be improved.
2) Inner Model (Structural Model)
The structural model is the final evaluation method that is test after the measurement model using PLS software. It explains relationship between construct (exogenous or endogenous). This evaluation method is measured through linear regression (R2) and the path coefficient estimation which will be described below in Figure 1 . Figure 1 shows, PR has no effect on trust with coefficient value of 0.18 and p value equals 0.02. Therefore hypothesis 1 is rejected. According to explanation [3] , risk is closely related about performance mismatch of goods and its specifications. Moreover, there are many tipe of risks likes damage, fake, and unexpected goods. However, this can be minimized with Lazada's policy to protect consumers with returns. Besides, Indonesia has legal system about electronic transactions. It is the electronic information and transactions (EIT) Law, No. 11 of 2008 [19] . The results of this study do not support previous statements [3] , [10] , [11] .
PEOU has a positive significant effect on trust. Proven from β=0.38 and p<0.01. PEOU is important component for customer to increase trust. Usability will lead to increase consumer confidence and improve sales. This finding has direct link between PEOU and trust is supported by research [3] , [6] .
Ability has a positive significant effect on trust with coefficient value = 0.19 and p score= 0.01. Ability is first dimensions of perceived trusthuworthiness that contains of competency, experience, knowledgement, and institutional knowledgement. It can produce a given result and well services. The results is same with previous studies [7] and [12] .
Benevolence has a positive significant effect to trus with β = 0.22 and p <0.01. In economic context, there is correlation between benevolence and trust. It can be seen from optimism customers to have attention, sharing, and expectation. This result has supported by [7] and [12] . Trust has a positive significant effect to purchasing intentions. The results can be seen from the value of R 2 = 0.51. Trust is an important factor for increasing purchasing intentions in ecommerce. Which can measure from customer participation to recommended other people and become customer loyalty. This study describes that are not different from [12] , [15] , [20] which explain trust that have a significant effect on customer purchase intentions.
V. CONCLUSION AND LIMITATIONS
Based on the results about purchasing intentions in ecommerce Lazada Indonesia, it can indicates that PEOU, Ability, Benevolence, and Integrity have significant positively influence relationship to trust. Unlike PR is rejected because there are policies to protect consumers. This indicates that consumers already know and understand the online purchasing requirements of Lazada Indonesia. As a top brand, Lazada also provide the best service with the returns if the occurrence of risks such as damaged, fake, or lost products. In general, it can be concluded that Trust have significant positively influence relationship to purchasing intentions in e-commerce. It has potential benefits and risks are significant enough to require trust as the main factor in conducting transactions online.
Our study has limitations which have not pointed out other variables related to e-commerce purchasing intentions such as reputation, service, quality, and others. By adding more variable variance is expected to provide new insight on customer behavior. In addition, although the sample has accordingly with requirements of SEM, it can expand the time period in the study to be performed. It is expected to obtain more accurate and relevance findings.
